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 To introduce local products made by the community, it is 
necessary to conduct training on effective and efficient 
strategies in marketing products through social media. The 
purpose of this training is to motivate and educate the 
community in managing their businesses by using social 
media marketing. This training uses the demo and counsel-
ing method which is participated by 30 participants. Par-
ticipants are given motivation and introduction to social 
media marketing (i.e. Facebook, Twitter, Instagram, and e
-commerce like Shopee, Tokopedia, and Bukalapak) that 
could facilitate them in promoting their local products 
with several marketing strategies. The target of this train-
ing is the participants able to market and to sell their local 
products online with social media. Also, the existence of 
interactive social media training is expected that the com-
munity to create greater and more developed business op-
portunities toward their local products. These conditions 
will certainly have a positive impact on increasing their 
business revenues in the future. 
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In the current era of globalization, information technology makes it easy for people to access infor-
mation. The community benefits from this information so that they can exchange information from a 
long distance with a relatively fast time using the internet/social media (Safira, 2018). Recently, the 
development of information technology is developing very rapidly. This could be seen from the exist-
ence of various small to large business activities utilizing information technology to run their business-
es. One of the marketing strategies which is appropriate and effective in this globalization era is online 
marketing through social media (Pribadi et al., 2018). The emergence of online marketing via social 
media has finally led to a new phenomenon namely "Buzz Marketing" or "Viral Marketing" which is a 
product or service marketing technique to produce business through information from one social media 
account to another social media account (Pratama, 2017). The use of this marketing strategy makes it 
easy to reach the target market to influence the sales volume and profit revenue to become higher 
(Pradiani, 2017). 
Social media is essentially an internet-based technology that facilitates one's conversation. The exist-
ence of social media itself could be an effective solution in running technology-based businesses, such 
as Facebook, Twitter, Instagram, Shopee, Tokopedia, Bukalapak, and others. But for entrepreneurs or 
companies must use carefully the social media, it caused by social media has two promotional roles 
that are interrelated between entrepreneurs/companies to customers and customers to customers 
(Matthews, 2015). Social media is part of the internet that has the function of one of them as a media to 
promote home industry products or local products in an area that has a uniqueness. This social media is 
used as a promotional tool because it has a direct response to its users. Nowadays there have been 
many accounts appearing on social media that are used more widely to market home industry products 
or local products. The benefits gained by using social media in promoting products include low-cost 
promotional costs, brand building, and a means to promote efficient products to consumers (Misnawati 
and Yusriadi, 2018). 
One area in Bekasi, specifically in the village of Segara Jaya, Taruma Jaya District, shows great activi-
ty and potential to be able to develop and market widely for its superior products through social media 
marketing (Post, 2019). The superior products they offer include tourism villages (mangrove forest 
tourism, love bridges, and water games such as duck bikes), local products in the form of seafood (sea 
fish, shredded tuna, seaweed cultivation, and stripping shells), and handicrafts Betawi batik. All of 
these products will certainly improve and help the Segara Jaya village income source and be able to 
prosper its citizens through village infrastructure development (Nusantara, 2019). However, there are 
some obstacles faced by Segara Jaya residents in marketing the local products they produce, especially 
seafood. These local products are felt to be still not developing rapidly and there are several obstacles 
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faced, including not optimal product packaging, product identity that has not been systematically rec-
orded, the lack of a promotional budget, and no less important product marketing systems that are still 
conventional (offline marketing). This is why local products of the Segara Jaya community are still not 
widely known by the society outside of this village. Seeing the phenomena and problem that arise now 
is how to motivate and educate the people of the Segara Jaya village community regarding the im-
portance of conducting marketing strategies through online marketing so that their businesses could be 
more advanced and target a wider market share by starting to use social media such as Facebook, Twit-
ter, Instagram, and also e-commerce such as Shopee, Tokedia, Bukalapak and many more. By doing 
this training or community development, the aim is to open up their insight on promoting their prod-
ucts to a wider market by utilizing social media like Facebook, Twitter, Instagram, and e-commerce 
(online buying and selling sites). It is hoped that this training will help develop greater opportunities 
and more business opportunities towards their local products (Widyaningrum, 2016). Besides, this 
training will have a positive impact on increasing sales of their products in the future (Pradiani, 2017).  
LITERATURE REVIEW 
Promotion is an activity in marketing carried out by introducing goods or services to the community 
where the target is to increase sales and customer satisfaction in the long run (Suhendra and Indrianto, 
2014). Promotion can be used as a marketing tool to influence consumers, both directly and indirectly. 
Two types of marketing can be applied by entrepreneurs or companies (Tjiptono, 2015), the first is of-
fline marketing or traditional marketing which is done by finding customers or clients through face-to-
face meetings with those who might be interested in becoming customers or clients. Second, marketing 
that uses a website as a marketing medium is known as online marketing. In connection with the pres-
ence of information technology, promotion can be done online so that the effectiveness of business 
performance is achieved, coupled with the use of less energy and capital. Online marketing is the de-
velopment of traditional marketing where the application of marketing used adopts internet media 
(Ramadhan, 2017). 
Entrepreneurs or companies see that internet users become easy targets for their business in the future. 
Digital advertising is starting to become a trend in the internet era. The brand owners began to make 
digital media a new promotional and marketing media. They gradually began to abandon conventional 
marketing/traditional switch to modern marketing through digital marketing, such as social media net-
working (Misnawati and Yusriadi, 2018). Seeing the increasing number of users, social media can be a 
place to increase profits and expand business (Pratama, 2017). Social media has changed how consum-
ers interact and how companies market products. The existence of social media sites is a good business 
opportunity to market or promote products to be sold. With social networks communication and trans-
actions could be done in real-time and could be global. 
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From a business point of view, social media is a place, aids, a service that allows individuals to express 
themselves to meet and share with other colleagues through internet technology. According to Kotler 
and Keller (2016), social media is a means for consumers to share text, image, video, and audio infor-
mation with one another and with companies and vice versa. Social media itself could have a positive 
or negative function, depending on its use. Tjiptono (2015) said that social media is just one set of new 
tools, new technologies that make us more efficient in dealing with and building relationships with our 
customers and prospects. Social media as an online media with various convenience features that could 
be obtained by its users, could easily participate, share in other virtual worlds (Matthews, 2015). It 
called social networking because of its ability to connect quickly between one community domain with 
other communities so that these opportunities could easily be used for business. Today, social media 
has an important role in marketing strategies for small and large businesses. The advantages gained by 
marketing through social media include as a means of communicating with consumers, as a media to 
collaborate if there is consumer dissatisfaction, as a promotional media, and brand building (Suryani, 
2014). 
Social media marketing means that online promotion of media with the involvement of the community 
to form a market in cyberspace (Kotler and Keller, 2016). Based on Solekhan and Winarso (2016), so-
cial media marketing is an online marketing effort by creating visibility, the existence, and existence of 
a website on social media networks (social media networks) such as Facebook, Twitter, Instagram, E-
commerce and even Youtube. In brief, social media marketing is marketing efforts that use social me-
dia as a channel. Social media marketing is a marketing process carried out through third parties, 
namely social media-based websites (Widyaningrum, 2016). Many social media could be used for 
marketing or promoting a product or service. The rise of social media-based websites in Indonesia re-
quires a company to pay more attention to the quality of services to products marketed, this will cer-
tainly have an impact on satisfaction for customers and will also affect their loyalty (Haro et al., 2019). 
Through this media, companies or brands could conduct structured and targeted promotions. In addi-
tion to marketing content, Social media marketing also markets brands. The purpose of brand market-
ing here is to introduce the brand (in general) to the community as a whole or often referred to as brand 
awareness (Kotler and Keller, 2016). By introducing a brand and giving a good impression, the public 
trust would increase and could increase the conversion of promotions to sales (Sukri and Arisandi, 
2017). According to Tjiptono (2015) in Amanu (2017), social media is grouped into five types: 
1. Egocentrics sites 
Allows users to create a profile of themselves on a virtual platform, which then facilitates con-
struction and identity connections. 
2. Community sites 
Imitating real-world community, thus allowing groups to form. 
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3. Opportunistic sites 
Enables the formation of various social organizations of users and facilitates business connections. 
4. Passion-centric sites 
Enables users to connect based on interests and hobbies. 
5. Media sharing sites 
Allows users to share media, such as images, audio, and video. 
MATERIAL AND METHOD  
The method of approach in community development is the PRA (Participatory Rural Appraisal) where 
a group approach method that allows villagers to share, improve and analyze their knowledge of vil-
lage conditions and life, as well as making plans and further action. The PRA method is carried out by 
involving more "insiders" consisting of all stakeholders, facilitated by outsiders who function as speak-
ers or facilitators. The basic conception of the PRA view is an approach that emphasizes community 
involvement in the overall activity. The PRA method aims to make the community members as re-
searchers, planners, and implementers of development programs and not just objects of development. 
The technique used in community development is through counseling, simulations, and demonstra-
tions. The tools used in the PRA method emphasize the level of participation of villagers in practice in 
the field. This process will empower the community and provide them with opportunities to carry out 
activities in solving their problems better than through external intervention (Pribadi et al., 2017). 
In this case, the partner is the village community of Segara Jaya as many as 30 participants who al-
ready have their businesses become the subject of the community development project. Those who will 
participate in this community development can improve their abilities to be better than before. In this 
community development training, the people of Segara Jaya village will be the subject who will learn 
the material presented related to online marketing through social media such as Facebook, Twitter, In-
stagram, and E-Commerce (Shoppe, Tokopedia, and Bukalapak). After this training, the participants 
are expected to be able to understand the online marketing strategies of a product, able to have one so-
cial media account for promoting their business, and finally, they are expected to be able to apply the 
use of social media marketing to their business products.  
RESULT AND DISCUSSION 
This social media marketing training was using counseling and demonstration techniques in front of 
the participants. The steps consist of the opening session, an explanation session on social media 
marketing strategies, a discussion session (Q&A), a practice session/demo on social media 
applications, and a closing session. The application used in social media marketing training is quite 
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well-known by the participants and fairly easy to use, namely Facebook, Twitter, and Instagram. 
Besides, the participants in this training were also given an introduction and knowledge related to the 
application of e-commerce (Shoppe, Tokopedia, and Bukalapak) that could help in marketing their 
business products. Before starting this training, participants were asked to fill in their data and were 
asked about their knowledge and experience in participating in social media marketing training. The 
following demographic profiles could be seen in Table 1. 
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Table 1. 
Demographic Profiles of Participant (N=30) 
 
The majority of the training participants are dominated by women (100%) with participants ranging in 
age from 20-50 years old (80%) with the latest educational most are elementary school graduates 
(43.3%) and have a major business field that is selling fish (50%). Besides, the initial response from 
the participants related to the training was that the majority of them were not accustomed to using 
online marketing in selling their business products. They stated that they were very enthusiastic to take 
part in this training because this training could improve their abilities and skills in expanding their 
business ventures and could help in their household economy. Therefore this social media marketing 
training is highly expected by all participants in the village of Segara Jaya. 
This training received a good response from the participants. Participants were very enthusiastic and 
listened carefully to the information provided and actively asked questions about how to market this 
product online, as shown in Figure 1. 
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Figure 1. 
Social Media Marketing Training 
 
Some participants asked whether the results of the marketing and online sales could be received quick-
ly, then questions about what applications could be used to market products online. Some participants 
were also very enthusiastic to want to do their online product marketing practices. The training partici-
pants even suggested that this training could be followed up at the stage of the sales transaction to the 
customer. However, there are obstacles in this practice of online marketing, especially people who do 
not understand how to use social media applications and the use of communication tools such as mo-
bile phones. 
This training provides participants with knowledge about marketing products online through social me-
dia effectively and efficiently. This training spurred participants to develop an entrepreneurial spirit by 
using social media applications that are very easy to do and so simple. This online marketing system 
can be done for the sale of community products because that why the products can be distributed opti-
mally. With this activity, people are open-minded and motivated to make the skills they acquire as the 
basis for marketing their business products so that they can help their household economy. Before end-
ing this training, a post-training questionnaire was also conducted to see how well participants could 
follow this training, for further detail could be seen in Table 2. 
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Table 2.  
Post Training Results Questionnaire (N=30) 
 
Participants also expressed feedbacks and responses regarding the results of online marketing training. 
Based on the actual conditions in the village of Segara Jaya, some of the products that were sold were 
only sold on Saturdays and Sundays, as well as national holidays with traditional marketing carried out 
as usual. This caused many visitors to only come on holiday if on weekdays the sales generated are not 
as expected because fewer visitors come to visit. Nevertheless, the participants look forward to other 
supporting training as a form of ability that they already have.  
CONCLUSIONS AND RECOMMENDATION 
Marketing strategies with social media for local products that have been given to the people in Segara 
Jaya Village have received very good and positive responses. This was seen from the response of the 
participants who were enthusiastic about trying to activate their social media accounts to implement 
how to market their local products. Overall, it could be concluded that by following this training the 
participants gained new insights and knowledge in using social media to market their local products. 
Also, training participants get the opportunity to increase their promotions and sales effectively and 
efficiently without having to sell directly (face to face) and of course, it could have an impact on in-
creasing their income. 
It could be recommended that the grouping of local products from Segara Jaya village which owned by 
each participant should have to do to show the superiority and uniqueness of each product to be offered 
through social media accounts. Moreover, collecting data of participants who have activated their so-
cial media accounts so that they could continue to be monitored to what extent their online marketing 
developments have made. Therefore, it is necessary to conduct periodic evaluations of the social media 
account from the participants in promoting and selling their local products so that they could succeed 
in the future. 
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